‘Marketing for ~ WEmEYREHEES
Hospitality and Tourism

iR HAES

f (%) FEFIL - RS9 k ‘%IEIH& (Fourth Edition)
: - NEy - T. RX .
L _ Bl -C. EEHT &

, : Philip Kotler
1 John T. Bowen
James C. Makens

BEE 2EE F5F

CE R M K% R

Dongbei University of Finance & Economics Press




Mol EE R RARAE o3

Ik i ™ 3 = 5y

(SEM9hi)

Marketing for Hospitality and Tourism
( Fourth Edition)

m e 3
. E 7S g
1. ™~ A

( John T. Bowen)

CHRILHEX ¥ HRH

I‘& ngbei University of Finance & Economics Press




C FiMZEXFHR4 2007
EHBERSEE (CIP) #3E

IRUFITAENT © S/ (56) FHAE#) (Kotler, P.), (32) fR3C (Bowen, JL.T.), (%) i
5 (Makens, J.C.) 2; MER, REWEE . — KiE . KMz i¥ Sz, 2007, 12

(BRI A PIL O SRR 0 2081 )

114535 Marketing for Hospitality and Tourism

ISBN 978 -7 -81122 -151 -0

[. g 1. OF-- OfF @ifi-- @it % 1. 3k M - g Eess -y
IV. F590. 8

YRR 154 CIP BB (2007) 45 178218 45
TTEHRNEZEENARRIES: EF 06 -2004 -04 2

Philip Kotler, John T. Bowen, James C.Makens: Marketing for Hospitality and Tourism,
Fourth Edition

Authorized reprinted from the English language edition, entitled MARKETING FOR HOSPITALITY
AND TOURISM, 4th Edition, 0131193783 by KOTLER PHILIP; BOWEN, JOHN T. Bowen;
MAKENS JAMES C., published by Pearson Education, Inc. , publishing as Prentice Hall,
(,:Op)'righl © 2006, 2003, 1999 1996 by Pearson Education, Inc. , Upper Saddle River, New
Jersey 07458.

All rights reserved. No part of this book may be reproduced or transmitted in any form or by any
means, electronic or mechanical, including photoc opying, recording or by any information storage
retrivval system, without permission from Pearson Education, Inc. .

ASASEE ED 55 A FT H RRE HAE RS 0V 428 K s Bt 52 1 2 77 RIS
MVFRl, A LMH“UJJUQM“SL&M ARy fﬂﬂhﬂi }

H&*Rﬁﬁjg; {'?L'*R!Z‘?EJ

A BENENEAT Pearson Educ ation H5 A4 #UF R L B Db 2% TobREsE F AN

A B 28 K2 R A Y R

(KIENT AL 217 5 BRBL4RFY  116025)
¥ < (mm 84710523
RS M. (0411) 84710711

%] HE: http: //www. duf«-p. cn

AR dufep @ du}r edu. cn

’:}'I' L 'I AT B2 vl Ep HJH”‘}\ H(f! /’z

}\1

B R . 210mm x 270mm Epgk . 4()
451 2007 4 12 )! ﬁ

ot (R4, 25 ‘f‘ fiﬂIL)»LLIf

ISBN 978 -7 —81122 — 151 =0
SEH: 66.00 0




IR P57 IR I SR B S 2K A

AN
L

=
d

(LARE R EE R )
5 K AHXFRBEFRREK, #4&, HEASH, PERRAREFL
SR B PES S
o B %kk%7ﬁi&ﬁiﬁ%%,ﬁﬁ,ﬁﬁ%iﬁ%ﬁﬁ#ﬁ%
ERAER, HbkntomEL
=g e R&kaamﬁkﬁi*%W%k,*ﬁ?iﬁ.ﬁﬁ,ﬁf
‘ AT, PEMEFLRERE L VAR L8 T4T, Rk G B R
i MaRE, REBEEELEA AL ENERLER
R RELLKXFERFRARGESEHAE T FAL, @ HIE
B HFAFER ﬁ%&m@-zzﬁ KX, REARBFLELE
F, PRHEARLZHFR S ERER o4 H 5
FEN *k*%ﬁ%&mwmﬂ€,%ﬁ,M#%ﬁﬁ RS
W, WALAARTRIFNEREER, Ao THRTAYNEEER

1 ~F

| B B ZhXFIHERERETELRMBE, #48, BL4A500, &
ﬁ%lﬁgﬁﬁf%%énkin

B4R AMBRFRFIRANE T4, 8 #HE

E 4 ﬂdUEWi; Lmlbﬁswmmwwg AIAL, #HIR, T HER

2R HP K, F K i&%&mé’i#x

X 3E ﬂi/‘f IHXFHFR, Hix, TEBHLESASERER, PEK
JE V5 % B H IR

RBIE T REFRBEHAE AR PO £45, I, #RAZER
(WTO) Fm+ xR, BR&HER (FEARBABRTAFAL) i
FRAAK, PEBREFAAHRMEELERLE 14

FER FERAKRE (RR) ABERIIE, 28, PERERIAEL
ﬁ%@Tﬁ)kfmr\,«ﬂiuéﬁx~~%”“flﬁf?%<

H B BdhXFREFREKE, #, ShHXFABEFELEANFL
s F AE

FWK L ad AR, #45, BESMEZEFE R

WER B XFRREFALI G K, #I%, TLAAHRBLRE, &
HAARNMERZ LG 4K, HBHEEFBELLLK, B




e e e e

0%
R
BIH
TR
Mo
1R kR
FEA 4
I
By
RIAT
BiES
e

BEE

HRBEMEFLSEE, RETHREFLESE

LR FRBFRE S RK, #HIZ
LHERBRFERERFIRAFLRARTCIAL, #48, LETAFDAHETHLEELEE
MR FEFEEFRIGK, #I32, BEAEF0, LRRXPHRAEHFHALITL, BELE%E
Fodlok, REXFERFRRIMEL A FI7
EHIPERFHRBEREARNFR T CEAE, 32, HEASH, PEREFLRBREELE
A48 45
HARIPERFRBFRFIEER AL, #E, WEASIF, Hidbrnssalsk, TERE
PRERAER

MM B F PRSI A T4, SIHAE, BHREAX R R S e L

B R FIRI RGP R, E, & H#x
BORFRFZFFEEHET T4, 42, YEABRR ESCES5%, YESRAFRESR
AR, PEH (RI) kEImEFEK

BARFEFER PRI KL, Iz, LA FF, PRKHEHLESE, PEAREFRARE
=i
PLRFRBHAFEMRFREK, #4E, HEAFH, PLAFAZLEEMNHFE T 1
1%, International Academy for Tourism Studies £ i

AT T R F R FIREK, #42, WEA S, WL ERBEH IR EL, TAREHS
(PATA) %, uMzsEthaalsk
JARFRAEEREFRRK, AR, TAERALEFNARE, FALIEBAELES
BRI EAEFRARFFREK, IR, REARBENLEE O LG T hEHomE

B KFRBH RIS K, 8%

BENKRFERPRRM R IAL, 3%, WA F0F
RARFHRBATIK, #I, HEAEFH, PEARKFFLRRINFLERLE 242, B
RFFHEFERPIZ, Th LWAFHERBLARENER
RAMZXFHBLEBEERFREK, 33, PERFEFARLE (CTA) HFER; PERE
FRARBRBTEFLERARE, TTHABBARFERT»LGLL, BFRAHRKTELL
(ISTTE) 2515 (ka4 H $3k) (Journal of Teaching in Travel & Tourism) ¥ & % &, (st
$Y HEk

RARFH LA ELAS IAE, #48, WA $IF, RRXFAEANLHAL R KK
B LBRFERFRAFEE R A, 33




B
df
e
@

IEUNTHE S AR WP A R AE At 20 ARG S N B BB AE, HEA 20 42 90
FAUG, TERBIREDL R R TN R 2R H sk Fet, iEL4
DRI AE U E AR, BRI 6 S5 R 22 1 28 Ab X e L 2 T8 Y B2 1
FEIE H AT A S 805, (RF — 0T I E MR, XA 0 R a2
XFHRIE I B, 7 S A Xt T A B 42 R BT A SR, ATt 2 5t 3 e
FAIRIFBE A0, [EFR FARWE S0l R FRR I A A AHEA Y,
i W 0T 2 AR W80 A T B (0 R R I B, LR R AE T

FEX SR U AR & A AMNER Zd, At St e
R AMENERNERZ - EH LT LRENSL., X EREREL
A HIES 2 E R O AT KL B . N Tl X —a, Rt
EHA AT ERA Ehr e B R, H R 00 o0 S B TR
W, PONA R BUKGE B AR T 3b 2z i, 52 4 s B R4
19 - fEEURTERTE, MR ISR, HE, ¥H., HEAREAE
P, L EREME SR E—FEN, Wil (EARARERF) ZHAE
5 ML BRI . XAERKFLE LRkE, S5KEEENEFER
PR T HE SR “EANRT A, Wi CEEE A4 R, BRE
Il B b prmlG  ERRESE N, ENTEeERL B ST
F, AT IR R IRIE A A B IE N AT AL KB, HR R
WAL HEP S E S TAENTE, RFZEEHITERRITR “FHEFRE
B X AA SR AR B

SRCHEIT L 20 400k, FRIEMR I 9T FIAR I 8 i LA B A5 RS T ik
AP ER RTINS, TEREEHIE T mE TR KRS, 3FEE
MOBIAR BIBI T BB 0FEs . (HARFEARNFER], — 7 mILE M ik e oe g
REEE PR O LB AR R R RN, B—FmY
SR EIRIFEIEHIR R RS o E TS, FOEEH “ITH
AR W H B H A SR S R BRI s s B EsEE, it
%, MR RN, FRE AR FX M BB 8 T R FA
AW EHE Y. BEEL T R A T2, Iz MRS, XFh
e RS HECA TR EUCERTRE. XS, MR ER R
WFFT, SCEIRERIEAA WSS TR R, KRN N N R A X W EE(L
5o BOLRUTR, HEM -HAEBSLOIIEEHE, LaliER 5 EHER
ARz




N P =Y P
g ES

27 > RV S ARl 1 A BR800 LS TR R B RIFRT R 8 5 SRR RIS Skl
HHEME, BHEAI HETITHGRZ — 25 EE SN SR B RIBF IR, (45 d R e i B
an ARG EINGE . —EHBIOE, FRELE AR IE SN RO 50 i B S B T A TR, B
TERCFR I 3t 435 [0 R SN T T RT3 I 25 1 o AR A0 I 428 2 o R i 6 B0 00 S SR MRS o b 1 oy
W, FEEIT X — R ST Rl B A L, LB E AN R R Y B W R . Bk,
BT LA G R R T TR SR PR IR AT RE R A AR R A R, B B TN M SE SR G 1 R T
R, ERFEE R W, SARTRECWIMERARES . B0, RIS SRR T ARt
SVAHR AT SNSRI M0, 2 S8 747 B0 B P 05 S A5 ) 28 S0

P v L AR I A0 R B2 AR TR i — 51, TRA A B B Ry > AR AR B v kas B
Zo PlL, FARSRE N ARACIE G tHRRAL 5 |3 (1 0 B e A BB SR RS S b, 9 [ e e e 1
YiiAE LA B AT 2680 1 it IR SRR B el 2 JE R 0 AR 3 S NS . TR, S XTI B <y AL
Mt REERA “HEIFE" Mok,

% RA
2004 4EFHFF A




We would like to thank the students and instructors who have used this text in the past. Their
support has enabled us to publish our fourth edition of Marketing for Hospitality and Tourism
in just ten years, now available in eight languages.

The book is written with the hospitality and travel student in mind. The solicited and un-
solicited comments we received from students and instructors have been incorporated into the
fourth edition. Students have told us Marketing for Hospitality and Tourism is readable and in-
teresting; one student wrote, “I enjoyed reading this book—it didn’t secem like T was reading a
textbook.” In this newest edition we strive to maintain the same tone. We had a team of students
read each of the chapters to make sure the concepts presented made sense to them. Addition-
ally, students were involved in the final choice of illustrations for the text to make certain the il-
lustrations were both useful and interesting. For instructors, we made the text flow more smoothly
from a teaching perspective and enlisted the help of a team of professors to develop and pro-
duce teaching aids.

The authors have extensive experience working with hospitality and travel businesses
around the globe. Our understanding of the hospitality and travel business ensured that the end
result is a book that clearly explains marketing concepts and shows how they apply to real-life
situations.

The book has an international focus, which is especially important in this era of increasing
globalization. Business markets have become internationalized—domestic companies are ex-
panding overseas as foreign companies seek to enter U.S. markets—therefore, it is crucial that
today’s students be exposed to business and cultural examples from other parts of the world.
Rather than have one chapter devoted to international marketing, we have incorporated exam-
ples throughout the text.

This text has truly evolved as a team project. Without the support of our students and fac-
ulty at other universities and colleges, this book would not have developed into the leading
book in its category. We thank you for your support and acknowledge below those who have
been involved in the development of the book.

WE WELCOME YOUR COMMENTS

We would like to hear your comments on this edition and your suggestions for future editions.
Please address comments to: John Bowen, Conrad N. Hilton College of Hotel Management, Uni-
versity of Houston, jbowen@uh.edu.

ACKNOWLEDGMENTS

This book is the result of the efforts of many individuals. Juline Mills of Purdue University pro-
duced the PowerPoint slides and Companion Website; Dave Grulich of Brevard Community
College produced the Instructor’s Manual; and Rich Howey of Northern Arizona University
produced the Test Bank. Jason Finehout, a graduate student at the University of Houston, helped
with the research and development of the fourth edition.
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We owe special thanks to a number of people who helped make the first edition possible:
Michael Gallo for his research efforts; Anna Graf Williams and Allen Reich of the University of
Houston who served as early reviewers; Ming (Michael) Liang for suggesting the chapter review
format; and Christa Myers for her help as project manager of the first edition. Thanks also to Car-
rie Tyler at UNLV for her research work and for serving as project manager for the second edi-
tion. Walter Huertas, Shiang-Lih Chen McCain, Michelle North, and Tracee Nowlak made up the
student team for the third edition.

Thank you to those who reviewed the first edition of the text: Jennifer A. Aldrich, Johnson
& Wales University; James A. Bardi, Penn State Berks Campus; Jonathan Barsky, McLaren School
of Business, University of San Francisco; David C. Bojanic, University of Massachusetts; Tim H.
Dodd, Texas Tech University; Rich Howey, Northern Arizona University; C. Gus Katsigris, El Cen-
tro College; Ed Knudson, Linn-Benton Community College; Allen Z. Reich, University of Hous-
ton; Howard E. Reichbart, Northern Virginia Community College; and Anna Graf Williams, Johnson
& Wales University.,

The following reviewers were helpful in guiding us through the revisions in the second edi-
tion: Bonnie Canziani, San Jose State University; Andy Feinstein, Penn State University; Marvel
L. Maunder, Ph.D., Southwest Missouri State University; H. G. Parsa, Ph.D., SUNY College, Buf-
falo; Edward B. Pomianoski, CFBE, County College of Morris; Emily C. Richardson, CHA, Widener
University; Ralph Tellone, Middlesex County College; and Gregory R. Wood, Ph.D., Canisius Col-
lege.

The following reviewers were helpful in guiding us through the revisions in the third edi-
tion: Kimberly M. Anderson, University of Alabama; Mark Bonn, Florida State University; Harsha
E. Chacko, University of New Orleans; Tim Dodd, Texas Tech University; Geralyn Farley, Pur-
due University Calumet; Richarde M. Howey, Northern Arizona University; Ken McCleary, Virginia
Polytechnic Institute and State University; Joan Remington, Florida International University; John
Salazar, Southern Hlinois University.

Jane Boyland, Johnson & Wales University; Juline Mills, Purdue Unijversity; and Muzzo Uysal,
Virginia Polytechnic Institute and State University reviewed the third edition and gave suggestions
for the fourth edition.

We appreciate the support and enthusiasm of the companies that provided advertisements
and illustrations for the book. These organizations put forth a great deal of effort in finding and
providing the materials we requested; working with them was one of the most rewarding parts
of producing the book. We would also like to thank Vern Anthony, Marion Gottlieb, and Jessica
Balch for their help and advice throughout the project. Finally, we would like to thank our fam-
ilies for their support and encouragement.
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tional Marketing at the Kellogg Graduate School of Management, Northwestern
University. Professor Kotler is one of the world’s leading authorities on mar-
keting. He received his master’s degree at the University of Chicago and his
Ph.D. at M.I.T,, both in economics. Dr. Kotler is co-author of Principles of Mar-
keting and the author of Marketing Management: Analysis, Planning, Imple-
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sitions in restaurant management at both the unit and corporate level. He serves
as a consultant to both small and large hospitality corporations. Professor
Bowen is on the editorial boards of the Cornell Hotel and Restaurant Admin-
istration Quarterly, Hospitality and Tourism Research Journal, Journal of Ser-
vices Marketing, and International Journal of Contemporary Hospitality Marketing. He is co-author
of Restaurant Marketing for Owners and Managers. Professor Bowen has received numerous
awards for his teaching and research including UNLV Foundation Teaching Award, the Sam and
Mary Boyd Distinguished Professor Award for Teaching, and the Board of Regents Outstanding
Faculty Member. He has been a three-time recipient of International CHRIE’s annual award for
the superior published research in the hospitality industry. Dr. Bowen’s formal education in-
cludes a B.S. in Hotel Administration from Cornell University, a M.B.A. and M.S. from Corpus
Christi State University, and a Ph.D. in marketing from Texas A&M University. Dr. Bowen is a Fel-
low of HCIMA.
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Marketing Planbook. His professional articles have appeared in The Cornell Hotel and Restau-
rant Administration Quarterly, The Journal of Travel Research, The Journal of Marketing, The Jouir-
nal of Marketing Research, and The Journal of Applied Psychology. Dr. Makens earned an M.S.,
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